Agile marketing is an iterative approach towards marketing strategy planning and implementation using frameworks like Scrum, Kanban and other Agile methodologies. This study aims to understand how agile can be adopted as a marketing strategy in higher education industry especially in Private Higher Education Institutions (PHEIs). This is because private higher education industry is fast becoming a very competitive business. Therefore, agile marketing is important in order to make sure PHEIs use effective marketing strategy for sustainable customer relationships and sales over a longer period of time. In addition, with great competition in higher education industry, universities are challenged in their branding campaigns to recruit the best and brightest students, staff, and sustain their reputation. The literature shows that agile can be an effective tool in marketing strategies. However, research on the impact of agile marketing on brand equity is still in its infancy. Hence, this study will look into how agile marketing plays important roles in enhancing the brand equity in PHEIs. This study reviews various literatures to propose a conceptual framework for agile marketing. Overall findings are expected to serve as a basis for universities to foster agile marketing in enhancing its brand and reputation.
Agile Values
According to Rosing et al. (2014) , the six Agile Manifestos provide such essential statements that define agile as follows:
1. Individual and interactions over processes and tools 2. Working software over comprehensive documentation 3. Customer collaboration over contract negotiation 4. Responding to change over following a plan 5. Keeping the process agile 6. Keeping the process cost-effective A number of researchers have also conveyed the agile values (Qumer and Henderson-Sellers, 2008) . In addition to the values of the Manifesto, there are 12 principles that support the values. The principles are very general and less about telling what to do than they are about giving the ability to make good decisions in a particular situation. Agile Principles According to Hunt (2006) , the Agile Principles do not insist on a method, but are rather described as a set of guiding statements which 'Agile" should adapt to. Thus, agile methodologies should fit in to these principles:
1. Highest priority is to satisfy the customer. 2. Welcome change.
3. Deliver working software frequently. 4. Business people and developers must work together daily. 5. Build projects around motivated individuals. 6. Face-to-face communication is best. 7. Working software is the primary measure of progress. 8. Promote sustainable development. 9. Continuous attention to technical excellence and good design enhances agility. 10. Simplicity-the art of maximising the amount of work not done-is essential. 11. The best architectures, requirements and design emerge form self-organising teams. 12. Introspection -teams should regularly review itself and its processes to try and improve.
Agility in Marketing
Many ways exist in which agile concepts can be practised across various disciplines such as agile software development, agile project management, agile supply chain, agile manufacturing, agile service management, agile enterprise, and the list goes on (Mills, Sherrell, Boydstun and Guoqing Wei, 2006) . Similarly, agile concepts can also be applied to marketing. With the improved technology advancement in communication and growth of digital marketing and social media marketing, agile is currently one of the most adopted methodologies (Yam, Lo and Tang, 2001) . In the last 30 to 40 years, the interactions to connect with customers were limited and static (Kim, Ko, Xu and Han, 2012) . Nowadays, pushing information and customer experience have really changed and become more interactive and engaging. The interaction is at a more intimate and organic level (Rader et al., 2014) . This is because we have entered the "Age of Customer"; the emergence of customer advocacy as the dominant marketing strategy (Wilkie and Moore, 2003) . The changes are revolutionizing the practice of marketing. The key source of competitive differentiation now is the customer centricity {Formatting Citation}. It is a new-fangled phenomenon. Literature confirms that companies investing in this strategy outperform the market (Sashi, 2012; Senn, Thoma, & Yip, 2013) . Digital marketing and digital customer experience is going to be the key area for competitive advantage.
Customer power shift becomes very important because it is a real opportunity to focus on customer-first attitude, and a customer-centric attitude (Hutter et al., 2013; Laroche, Habibi and Richard, 2013) . It is no longer just a business first anymore, but customer first strategy. In addition, it is no more web and mobile, but it is a digital across channel with new engaging and cutting edge technology (Royle and Laing, 2014) . The augmented reality technology which is applied in promotional activities nowadays is a prime example. The total power of all buyers is what makes up market power, and market power can sway the market.
Furthermore, marketing is all about simplicity and getting to the heart of why someone needs a product or service. Marketing is really about making things simple. It is the simplicity of the marketing message that drives consumerism (Pan, Vorvoreanu and Zhou, 2014; Urban, 2005) . Thus, when a marketing message is simple, easy to understand, and evident, it works really well. Practical enrichment is the basis idea of agile marketing (Rascals, 2011) . Figure 1 shows the different meaning of terms in agile and marketing. It demonstrate that the four agile values is analogous to marketing values where individual and interaction is resemble the customer centric, working software Is the customer profile, customer collaboration is the customer engagement and responding to change is the customer consent. 
Adopting Agility in Marketing
Recent developments in technology have heightened the need for agility. The issue of agility has received considerable critical attention across industry and academia. The history of agile concepts can be drawn back from 1930s (Rosing, Scheel and Gill, 2014) . The nature of agile is flexibility and adoption. It puts people first, trusting that, working together; they can find or build solutions in an incremental way, expelling unnecessary requirements for value delivery (Rascals, 2011) .
Operationalize Agile in Marketing
Agile methodology starting point was developed to prosper with customer developer relationships in software development (Hanssen and Faegri, 2006) . Agile methodologies ability to improve time-to-market increases customer satisfaction (Baird and Riggins, 2012) . To meet the demands of globalization, companies need to continually and rapidly access, absorb, and integrate ideas for innovation from around the world (Wilson and Doz, 2014) . Additionally, marketers must become more agile to keep up with the speed of communication. In creating an agile marketing framework and to be successful with the content, the marketer must also be agile in understanding their audience (Johansen, 2012) . Henceforth, this will affect awareness, engagement, lead generation and sales.
This follows (DeFauw, 2012) claims that agile marketing is to move at the speed of customer, real time marketing, digital experience delivery, personalization solution, information acceleration, integrated systems and strategies to leverage technology to deliver customer value in a digital ecosystem. With these factors in mind, the need for agility and responsiveness has been identified. However, more recent arguments summarised by Hellberg (2012) in her thesis, foundational elements of marketing solutions-like brand goals and audience understanding-will remain, the mediums, channels, contributors and pace must be constantly adjusted and optimized to reach audiences with valuable content. Poolton et al. (2006) in their study have explored the agile methodologies and suggested a different approach, emphasizing close and continuous cooperation with the customers. Agile marketing presents an alternative to traditional marketing. Moreover, Conboy and Fitzgerald (2004) confirmed that agility is a quick adaptation to changes, which is very important in the highly dynamic and competitive market.
The most important about "marketing agility" is that the approach encourages companies to develop their marketing so that it can be reconfigured at a moment's notice. When opportunities arise, the company is well positioned to make customers aware of the immediate changed of offerings (Poolton et al., 2006) . It is almost certain that agile marketing helps hit the targets, balances the need for speed with the pursuit for quality and lastly help to treat message content as a strategic asset.
Agile as Moderator
Customers have requested more prominent actions from numerous brands for a long time. In any case, that demand has become distinctively louder as customers found their voices through the Internet. This will force organizations to work more closely with them. The customers eventually give impacts on the brands they interface with (Yan, 2011) . Betts and Tadisina (2009) found that, agility positively moderates the effect of collaboration on supply chain performance. This finding
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Agile Interaction encourages practitioners to cultivate a more agile supply chain by considering how agility influences the supply chain and further develop their supply chain accordingly. In the same vein, Gligor, Esmark and Holcomb (2015) also proved that agility moderates the effect of collaboration on supply chain performance. This correspond to agility as an outwardly focused capability, while flexibility is an inwardly focused competency. Notably, Betts and Tadisina (2009) further mentioned that collaboration can be improved and generates a positive effect on supply chain performance when an agile supply chain is present as exhibit in Figure 2 . This paper solely focused in providing a conceptual analysis of agile interaction. Based on the discussion above, an agile interaction appears to be important in marketing strategy particularly in making social media usage more effective. The review of the literature shows that it is an essential yet underexplored construct. The empirical works of its effect can explicitly operationalize as a moderating variable especially in marketing literature and specifically in branding strategy. The contribution of this study is to present a new hypothesis to explain social media usage and brand equity interaction. A study supported on quantitative analysis to validate the proposed model is recommended.
